Google Analytics 101

Marissa Goldsmith



About Me

My mom still calls me motor-mouth.

| drink a lot of coffee.
| come from a long line of teachers.

| love you guys!



Today

Vocabulary Quiz
Finding The Easy Stuff

What GA Doesn’t Come With (By Default)

Secret Tools of GA Unicorns



Vocabulary Quiz



Google Analytics Speak: Managing Y our Account

Accounts
Properties
Views
Settings
Filters

Goals
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Google Analytics Speak: Managing Y our Account

ACCOuntS Administration + Property Settings
Demo Account (Beta)

Properties
Property Settings

. + Google Merchandise Store i

The websi o the level your you
Basic Settings

gEt you rc ﬁ Property Settings Tracking Id
UA-54516992-1

ViGWS i Property Name

. PRODUCT LINKING

Settlngs =] Adwords Linking Default URL

FﬂteI'S E AdSense Linking
Default View

Goals Eﬁ Ad Exchange Linking

ﬁ All Products Industry Category

"Ra' Audience Definitions ;
= Advanced Settings



Google Analytics Speak:
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Google Merchandise Store

m Property Settings
|5 Tracking Info

PRODUCT LINKING

=] AdWords Linking

EJ Adsense Linking
!'3 Ad Exchange Linking

m All Products
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Managing Y our Account

1 Master View

Search
1 Master View
2 Test View

3 Raw Data View

T FmeETs

'H Ecommerce Settings

Dd Calculated Metrics seTs

PERSONAL TOOLS & ASSETS

;.gg Segments

[__| Annotations
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Google Analy* ~-.c *.ccount

View Name

Main Profile

Accounts —

hup:y - marissagoldsmith.com

PrOp ertie S Time zone country or territory

United States ~ {GMT-04:00) Eastern Time ~

Default page

Views

Exclude URL Query Parameters ogt
id

Settings

Currency displayed as

US Dollar (USD §) ~

Accounts, Properties
data.

you to change and manipulate

Bot Filtering
v Exclude all hits from known bots and spiders

Linked AdWords Accounts

AdWords accounts linked to this view
(466-390-1634)

Filters

Site Search Settings

Site search Tracking

Goals [ o |

Query parameter

¥ Strip query parameters out of URL



Google Anal‘ﬂ"."“ Ciunanl-e NMMana~

Accounts
Properties
Views
Settings

Filters

Filters allow you to

Goals

Add Filter to View
Choose method to apply filter to view
@ Create new Filter
Apply existing Filter
Filter Information

Filter Name

Filter Type

Predefined Custom |

e Exclude
Filter Field

Select field

Filter Pattern

Case Sensitive

Include

Lowsrcase
Uppercase

Search and Replace

Advanced

Learn more about reqular expressions

Filter Verification

1M oY

VI\1 A b od A nf:Ount

Verify this filter  See how this filter would affect the current view’s data, based on traffic from the previous 7 days



Google Analytics Speak:

Accounts
Properties
Views
Settings
Filters

Goals

Google Analytics

Q Goal setup et

Custom

9 Goal description  Eat
MName g‘;:,—;;:_ ons

el

Goal fype: Des

o Goal details

Destination

For example, use My Screen for an app and /thankyouw html instead of www example com/thankyou tmifora

Value options

Assign a monetary value to the conversion.

Funnel cptional

Goal

Cancel

Cancel

Specify a path you expect traffic to take towards the destination. Use it to analyze the entrance and exit points that impa
i

Managing Y our Account

1 your

in your website.



Accounts
Views

Settings

Goals Properties

Filters

BREAK

What concepts do you want to look at more closely?



Google Analytics Speak: End-user Behaviors

Session
User
Pageview
Event
Transaction
Hit

Bounce



Google Analytics Speak: End-user Behaviors

Session

Everything the user engages in from the point where they enter your site, to the point that they
leave it.

User
Pageview
Event
Transaction
Hit

Bounce



Google Analytics Speak: End-user Behaviors

Session

User

An individual who comes to the site for one or more sessions (provided they a) never clear their
cookies; and b) aren’t device-hopping).

Pageview
Event
Transaction
Hit

Bounce



Google Analytics Speak: End-user Behaviors

Session
User

Pageview

A specific, built-in Google Analytics hit that occurs when a user sends a request to load a single
HTML page.

Event
Transaction
Hit

Bounce



Google Analytics Speak: End-user Behaviors

Session
User
Pageview

Event

A tool witl
may or ma

Transactio
Hit

Bounce

Primary Dimension: Event Category Event Action Event Label

10.

Secondary dimension ~ | Sort Type: | Default -

Event Category

. Donation Form Clicks

MNavigation: Top Navigation
Mavigation: Sub-Navigation
Ecommerce

Donation Form Abandoned Field Path
Navigation: Footer

Homepage

Outbound Link

Navigation: Super Footer

MNavigation: CTA

Total Events

€ Unigue Evi

-

3,318 (23.99%)

2,513 (18.17%)

1,817 (13.14%)

1,642 (11.87%)

1,616 (11.69%)

579 (4.19%)
484 (3.50%)
453 (3.28%)
393 (2.84%)
213 (1.54%)

about data that



Google Analytics Speak: End-user Behaviors

Session

Ecommerce Overview & B save < sHAare  J, EXPORT G‘._biNTELL\GEHCE

Aug 26, 2017 - Sep 24,2017

U O All Users -

100.00% Sessions

Overview

<
Revenue ¥ VS. Ecommerce Conversion Raie ¥ Hourly | Day Week | Month
@ Revenue Ecommerce Conversion Rate

£4.000.00 4.00%
E‘

£2.000.00 2.00%
F
Ti —_— = /
P - . = S S
Aug 29 - Sep s Sep 12 Sep 19
A Revenue & Conversion Rate Transactions u i r e S
Revenue Ecommerce Conversion Rate Transactions Avg. Order Value

”S $12,992.48 0.93% 149 $87.20
e ) | s e ik el | bl il

I I Marketing

Campaigns Internal Promotion Order Coupon Code Affiliation
52 Transactions 0 impressions D Transactions 149 Transactions
$2,697.DG Revenue SU.UU Revenue $1 2,992.48 revenue

B| $51.37 Avg. Order Value SD.UU Avg. Order Value 337.20 Avg. Order Value



Google Analytics Speak: End-user Behaviors

Session
User
Pageview
Event
Transaction
Hit

All pageviews, events, transactions, and other interactions combined that send data to Google
Analytics. In the free version, you have a limit of 10,000,000 a month.

Bounce



Google Analytics Speak: End-user Behaviors

Session
User
Pageview
Event
Transaction
Hit

Bounce

A single-hit visit. The user goes to the page, but does nothing else of interest.



Session
Pageview

User
Transaction

Hit Event

Bounce

BREAK

What do you want to look at more closely?



Google Analytics Speak: How Users Get to Your Site

Default Channel Grouping
Medium

Source

Referral

UTM



Google Analytics Speak: How Users Get to Your Site

Default Char

Large, high-le
and add char

Medium
Source
Referral
UTM

Primary Dimension:  Default Channel Grouping

Secondary dimension ¥ | Sori

Default Channel Grouping

. Organic Search
. Direct

. Socia

. Display

. Referral

. Paid Search

. Affiliates

. (Other)

ype:

Source / Medium  Source

Default +
Acquisition
Users +

-

33,369 (44.35%)
10,344 (13.75%)
10,290 (13.67%)
9,282 (12.34%)
9,148 (12.16%
1,697 (2.26%)
1,116 (1.48%)

1 (0.00%)

Medium  Other

New Users

sy

30,971 (45179
9,889 (14.42%
9,778 (14.26%
8915
6,670
1,369
1,031

1

Sessions

ot

38,008 (4125%

12,905

10,892

13,087

13,709

2172 (236%

1,373

1 (0.00%

Behavior

Bounce Rate

54.95%

51.99%
53.48%
71.30%
88.59%
22.70%
34.271%
55.13%

100.00%

Pag

customize, edit



Google Analytics Speak: How Users Get to Your Site

Default Channel Grouping
Medium

Another large, high-level bucket that identifies where your traffic comes from. You can “make
up” mediums on the fly.

Source
Referral
UTM



Google Analytics Speak: How Users Get to Your Site

Other

Default (
Medium

Source

The basi
within th

Referral
UTM

Primary Dimension: Source / Medium

10.

Source

Secondary dimension ~ | Sort

Source / Medium

google / organic

google / cpc

{direct) / {(none)

youtube.com / referral
mall.googleplex.com / referra
gdeals.googleplex.com / referral
analytics.google.com [ referral
Partners / affiliate
sites.google.com / referral

m.facebook com / referral

Iype

Medium  Keyword

Default +

Acquisition

Users

33,075 (43.677
10,570 (13.96°
10,344 (13.66
8,320 (10.99%
4,344 (5743
1,587 (2.10%
1,480 (1.95
1,116 (1.47
1,076 (1.42%
976 (1.29%

Behavior

New Users Sessions Bounce Rate
92,147 54.95%
of % of Total: 100.00% Avg for View: 54.95%
30,646 {44709 37,626 (40.83 51.98%
10,028 (14.63%) 14,678 (1593° 82 .60%
9,889 (1442% 12,905 (14.00% 53.48%
7,964 [11.62% 8,739 (9.48%) 70.99%
2898 (423% 6,580 (7.14% 15.12%
1,018 (1.48% 2479 8.43%
1,129 1,826 55.26%
1,021 (1.50% 1,373 (1.49% 55.13%
691 1.01% 1,643 [1.78% 19.84%
910 (1.33%) 995 (1.08% B7.74%

Pages / Sessic

nformation



Google Analytics Speak: How Users Get to Your Site

Default Chan»ra! (Frannine

Prirnary Dimension: Source Landing Page  Other

Medlum Secondary dimension ~ | Sort Type: | Default +

Acquisition Behavior
Source
Source
Users + New Users Sessions Bounce
Referral
19,303 16,388 24,601

The site that . sy | 7 a) s source.

1. youtube.com 8,320 (41.90%) 7,964 (48.60% 8739 (35.52%
UTM 2. mall.googleplex.com 4,344 (21.88%) 2,898 (17.68% 6,580 (26.75%

3. gdeals googleplex.com 1,587 (7.99%) 1,018 (p.21% 2479 (10.08°

4. analytics.google.com 1,480 (7.45%) 112% (6.89% 1,826 (7.42

5. sites.google.com 1,076 (5.42%) 691 (422% 1,643

6. m.facebook.com 976 (4.92%) 910 (5.55% 995  (4.04%

7. facebook.com 364 (1.83%) 349 (213% 383

8 google.com 356 (1.79%) 341 (2089 377



Google Analytics Speak: How Users Get to Your Site

Default Channel Grouping
Medium

Primary Dimension: Campaign  Source  Medium  Source / Medium  Other

Secondary dimension ¥ | Sort Type: | Default -
Source

Acquisition Be

Re ferral Source / Medium

UTM

Sessions + % MNew Sessions Mew Users

3653 69.37% 2534

A URL tagging 1. google / cpe 2,657 (7273 67.14% 178¢ 00w T traffic, if you don’t
want it to use 2. facebook / social paid 335 (9.17%) 93.43% 313 (12.35%

3. emergency restricted / fundraising 280 (7.66%) 76.79% 215 (B.4B%



Default Channel Grouping

. Referral
Medium

Source UIM

BREAK



What Can | do RIGHT NOW!



In the Data: Easy to Find

How many came?

Did they do a lot of stuff?
Did they come back?*
Where did they come from?
What pages did they look at?



What You’re Not Going to Get (By Default)

Interactive Clicks on a Page
Video Views/Watches
Scroll Tracking

Revenue

Lots of other things



Secret Easy Tools of GA Experts

REGULAR EXPRESSIONS!!!

Advanced Segments
Secondary Dimensions

Custom Reports — Flat Tables
Annotations

Advanced Searches



Taking 1t to the Next Level? (Topics I didn’t cover)

Google Tag Manager

eCommerce Tracking
Custom Dimensions & Metrics

Event Tracking

Cross Domain Tracking
AdWords Linking
Channel Customization

Attribution Modeling



Resources

* LunaMetrics Guide to Regular Expressions
* LunaMetrics Blog

* Simo Avaha’s Blog

* OptimizeSmart Blog

* Google Analytics Academy

* Digital Analytics Association

* Measure Slack

* Avinash Kaushik




QUESTIONS?

Ask me anything, | mean it. If | don’t know the answer now, I'll look it up.



